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From its colors, type, and overall aesthetic, the LIFE 
AQUATIC, an oceanic exhibition, brings to life Wes 
Anderson’s 2004 film, The Life Aquatic with Steve Zis-
sou.
The target audience includes both lovers of film and 
marine life. It also inclusive to both tourists from all 
over the world and Las Vegas locals.
LIFE AQUATIC aims to create a memorable and unique 
experience and to foster a passion for movies and and 
life under the sea.
   THE
BRAND
i.
Life Aquatic’s primary logo is a symbol that can be 
seen as either a wave or the fin of a shark. This is a key 
feature for making the brand distinct and memorable. 
Underneath the symbol are wavy lines that signify the 
texture of water. The background is a dark blue color. 
This is the main logo that will be used for primary brand 
applications. It should help the audiecnce to  identi-
fy advertisements, products, websites, and as well as 
other materials by Life Aquatic. It should also be able 
stand on its own and be recongnized as the logo for 
the brand. In order for the brand to be successful, it is 
vital that the logo be handled with care and respect in 
every application according to these guidelines.
PRIMARY 
LOGO
ii.
a. The overall shape of the logo is taken from the 
letter “O” of Avenir Next, font weight heavy.
b.  The wavy lines make up the bottom half of the 
circle. The space between each line is .15 inches. The 
ends become shorter as it reaches the bottom in or-
der to maintain its circular shape.
c.  The colors are taken from the color palette. The 
use of these two colors for the logo should remain 
consistent throughout.    
d.  The tip of the wave or shark fin should line up 
with the right end of the fourth line from the bottom.
e.  The lines are designed with a 3 pt. oval brush 
with the stroke being two points.
a.
b.
e.
c.
d.
To maintain the integrity of the brand, rules on how 
to use the logo must be applied. Here are some ways 
that the logo should never be used:
 a. Do not rotate.
 b. Do not squish or stretch
 c. Do not fill in the fin/wave.
 d. Do not use off brand colors.
 e. Do not add new elements.
 f. Do not subtract elements.
UNACCEPTABLE
USAGE 
iii.
a.
c.
e. f.
d.
b.
COLOR 
PALETTE
Color is an important part of a brand’s identity. Having 
a color palette will help accomplish this and it will also 
help in keeping the brand consistent.
The color palette is created based on a single frame 
from The Life Aquatic with Steve Zissou. The colors 
reference the film, while at the same time create the 
brand’s general mood and feel.
The vibrant colors of Life Aquatic reflect the  life and 
energy that comes from the sea creatures it houses 
and its human visitors. Neutral tones are used to con-
trast the vibrancy and to represent the calm that one 
feels when around water.
iv.
AZURE
HEX: #1DACE8
CMYK: 70, 15, 0, 0
RGB: 29, 172, 232
PANTONE: P 112-113 C
DARK SLATE BLUE
HEX: #1C366B
CMYK: 100, 89, 30, 18
RGB: 28, 54, 107
PANTONE: P 103-15 C
TOMATO
HEX: #F24D29
CMYK: 0, 85, 95, 0
RGB: 242, 77, 41
PANTONE: P 40-8 C
BEIGE
HEX: #E5C4A1
CMYK: 10, 22, 38, 0
RGB: 229, 196, 161
PANTONE: P 25-1 C
SILVER
HEX: #C4CFD0
CMYK: 32, 12, 15, 0
RGB: 196, 207, 208
PANTONE: P 175-1 C
Type is an integral part of a brand’s identity. It is vital 
to be consistent throughout when it comes to using 
type.
Life Aquatic’s set of typefaces represents the geomet-
ric and organic aspects of the brand.
These typefaces should be used across all print and 
web applications.
USING
TYPE
v.
BASKERVILLE
Aa Bb Cc Dd Ee Ff  Gg Hh Ii 
Jj Kk Ll Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww Xx Yy Zz
1  2  3  4  5  6  7  8  9  0
Baskerville is typically used as 
the subheading.
AVENIR NEXT
Aa Bb Cc Dd Ee Ff Gg Hh Ii 
Jj Kk Ll Mm Nn Oo Pp Qq 
Rr Ss Tt Uu Vv Ww Xx Yy Zz
1  2  3  4  5  6  7  8  9  0
Avenir Next is used for the 
name of the brand and for 
body text.
The logo can be used on photographic backgrounds, 
but it is important to make sure that each option is ex-
ecuted with care.
When using photographic backgrounds with the logo 
and type, see to it that they remain visible, identifiable 
and intact.
Using the logo with a background image can be tricky. 
To maintain its integrity, it is best to include  a very 
light blue backdrop with the logo. Its shape should 
be the same as the shape of the logo. The size of the 
backdrop should be .15” larger than than that of the 
logo to create a border and act as a container.
PHOTOGRAPHIC
BACKGROUNDS
vi.
Care should also be given to the name of the brand 
when using it with a background image. Keep the 
caolor and type the same, but include a stroke of four 
points. The color of the stroke should remain true to 
the color palette.
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